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Abstract
In this paper, we address electronic commerce Customer Relationship Management (e-CRM) from the
perspective of five IS research areas. Our purpose is to define a model to examine the relationships among and
between these five research areas within e-CRM and to propose how they might be integrated to further
research in this area. We begin with a discussion of each of the research areas, followed by a brief review of
relevant literature. Next we present a framework that focuses on e-CRM from the five research perspectives.
We present a model of e-CRM in terms of the five research areas and how they affect processes and outcomes.
Lastly we propose our research agenda for e-CRM and present research questions in e-CRM and an integrated
approach for examining those questions.

E-commerce Customer Relations Management (e-CRM) Research
Electronic commerce (e-commerce), coined by
Kalakota and Whinston (1996), continues to be a
significant, pervasive issue for both enterprises and
customers. Furthermore, Kalakota and Whinston
(1996)] articulated e-commerce as being comprised
of three relationship types: those between
enterprises and customers; those between and
among enterprises; and those within enterprises. In
this paper we addresses relationships between
enterprises and customers. However, it should be
noted that a significant amount of research on
relationships in traditional “Market Channels” has
been done and is underway (See Cannon and
Perreault, 1999; Geyskens et al., 1999, for
examples).
Fundamentally, e-CRM concerns attracting and
keeping “economically valuable” customers while
repelling and eliminating “economically invaluable” ones. Keen (1999) asserts we are on the
threshold of a shift from a transaction-based
Figure 1. e-CRM Research Framework
economy to a “relationship-based economy”. The
increasing importance of managing customer
relationships in e-commerce is the stimulus for this paper. We suggest that there are five major non-mutually-exclusive e-CRM
research areas: e-CRM within markets; e-CRM within business models; knowledge management for e-CRM; e-CRM
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technological issues and e-CRM human issues.
Each major area is composed of minor ones, due to
the complexity and richness of e-CRM issues that
need to be researched. The five research areas thus
form our basic framework (Figure 1).
Figure 2 presents a model for the study of e-CRM.
We define five input variables: Markets, Business
Models, Knowledge Management, Technology, and
Human Factors. These general categories are
consistent with models presented in other areas of
IS research such as Group Support Systems.
Together these input variables define both the
human potential and the technological infrastructure
for developing e-CRM processes to achieve
valuable outcomes. The e-CRM process is
continuous and evolutionary and consists of
organizational members and individuals from
outside the organization using e-CRM technologies
to establish, develop, and maintain important
successful customer relationships, which are the
Figure 2. Model of Influences in e-CRM
outcomes of relevant e-CRM processes. Within
each component of the model an illustrative list of
example concepts is provided. We believe that these
are some of the most important areas for research in e-CRM within these five fundamental areas.
Attitudes and opinions are extremely important in relation to e-CRM. Ho and Wu (1999) explain that Cyber Shopping Stores
(CSS) present and even sell to customers “virtual products,” which they need not have in inventory, by displaying only images.
The web offers opportunities to market products through multimedia presentation capabilities such as animation, audio, and video.
Such complex multimedia stimuli are perceived through the senses differently than verbal and written communication stimuli.
Giner-Sorolla et al. (2000) assert that interpretation of evaluations as responses to most stimuli in the environment necessitates
presentation of stimuli similar in form to objects perceived through the senses. Romano et al. (2000) demonstrated that new
techniques can enable marketers to gather customer information anonymously through free form comments. Understanding how
consumers think and feel about products, companies, and brands at a very detailed level may provide a competitive advantage
in e-commerce Markets. Measuring attitudes and opinions in e-commerce will require new techniques and instruments and there
is a great deal of research yet to be done in this area.

Conclusion
e-CRM is a topic on which there is a plethora of literature according to Romano (2000; 2001), but no overarching framework to
guide and focus IS research in this area. We present research questions derived from the framework in Figure 2 and from an
exhaustive literature review in the area. Thus, the issues we will raise have both theoretical and practical significance, and reflect
a useful starting point for research. The specific variables in each category of our framework are not exhaustive, but reflect factors
that are most likely to be relevant to e-CRM research and implementation. Research questions are raised according to the major
framework components. In this paper, we propose a research framework for e-CRM composed of five underlying research areas
and a model of how these five areas influence one another and both the process and outcomes of e-CRM. We will present research
questions addressing open spaces, along with general explanations of the research methodology for addressing the appropriate
research questions.
The unique contribution of this paper is its focus on e-CRM research from an IS perspective. The research framework provides
a foundation for important questions to study, and points to key constructs whose operationalization will add value to this research
area. The integration of the five research areas provides a novel approach to examine the emerging area of e-CRM. Finally, the
notions of e-CRM processes and outcomes being affected by the five research areas provides a direction for theory development
and empirical study in both the lab and the field that may yield meaningful and useful results with both theoretical and practical
implications.

832

2001 — Seventh Americas Conference on Information Systems

Romano & Fjermestad/An Agenda For ECCRM Research

References
Cannon, J. P. and Perreault, W. D. Jr. Buyer--seller relationships in business markets, Journal of Marketing Research, (XXXVI)
November, 1999, pp. 439-460.
Geyskens I., Steenkamp, J. E. M., and Kumar, N. A meta-analysis of satisfaction in marketing channel relationships," Journal
of Marketing Research, (XXXVI), May, 1999, pp. 223-238.
Giner-Sorolla, R., Garcia, M. T., and Bargh, J. A. The automatic evaluation of pictures, Social Cognition, (17:1), 1999, pp. 7696.
Ho, C.F. and Wu, W. S. Antecedents of Customer Satisfaction on the Internet: An Empirical Study of Online Shopping, in
Proceedings of the Thirty-Second Annual Hawai'i International Conference on System Sciences, R. H. Sprague, Jr., and
Nunamaker, J. F., Jr.; ed., Maui, Hawai’i , Jan 4-7, IEEE Computer Society Press, Los Alamitos, CA, USA,1999.
Kalakota, R. and Whinston, A. B. Frontiers of electronic commerce, Addison Wesley Publishing Co., 1996.
Keen, P.G.W. Competing in chapter 2 of internet business, Eburon Publishers: Delft, The Netherlands., 1999.
Romano, N.C. Jr., Bauer, C., Chen, H. & Nunamaker, J. F. , Jr. The Mindmine Comment Analysis Tool for Collaborative Attitude
Solicitation, Analysis, Sense-Making and Visualization, in Proceedings of the Thirty-Third Annual Hawai'i International
Conference on System Sciences, R. H. Sprague, Jr. (ed.)., Maui, HI, Jan 4-7, IEEE Computer Society Press., Los Alamitos,
Ca, USA, 2000.
Romano, N.C. Jr. Customer Relations Management in Information Systems Research, in Proceedings of the America's Conference
on Information Systems (AIS 2000), H. Michael Chung (ed.), Long beach, California, August 10-13, Omnipress, Madison,
Wisconsin, 2000, pp. 811-819.
Romano, N.C. Jr., Customer Relations Management Research: An assessment of Sub Field Development and Maturity, in
Proceedings of the Thirty-Fourth Annual Hawai'i International Conference on System Sciences, R. H. Sprague, Jr.; ed., Maui,
Hawai’i, January 3-6, IEEE Computer Society Press, Los Alamitos, CA, USA, 2001.

2001 — Seventh Americas Conference on Information Systems

833

